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Abstract 
In the midst of war in the Middle East, thousands of people are fleeing their home country 
with the hope of creating a new life in Europe. In 2015 the Danish Minister of Foreign 
Affairs, Inger Støjberg, printed an ad in a Lebanese newspaper with the aim of discouraging 
refugees from coming to Denmark. The campaign received much debate in Denmark, as 
many Danes did not approve of the campaign being sent on their behalf. 
This paper presents a somewhat different approach to a campaign with the intention of being 
helpful, rather than hostile. The goal of the campaign is still to deter refugees from coming to 
Denmark, but without creating a negative image of Denmark and the Danish citizens.  
A reception analysis of how the campaign could consequently brand Denmark as a nation, 
seen from the Danes’ perspective, is therefore presented.
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Preface 
Problem formulation 
How is our re-creation of Støjberg’s campaign received by our respondents, and how do they 
perceive it to brand Denmark as a nation? 
 
Keywords: Refugee situation, planned communication, place branding, reception analysis 
 
Introduction 
In 2015, the Danish Minister of Foreign Affairs, Inger Støjberg, had an ad printed in a 
Lebanese newspaper with information about Danish welfare cuts in regards to refugees. The 
intention of the ad was to discourage refugees from coming to Denmark. We have created a 
campaign with the same objective, but with an intention to be helpful rather than hostile. 
 
Our campaign will consist of three posters functioning as drive-to-webs along with a web 
page containing information about the different regulations in the respective EU countries. 
Each of the three posters in our campaign presents a personal statement from an asylum 
seeker. The personal statements are not exact quotations, but they are deduced from 
qualitative interviews conducted with refugees at the Danish Red Cross. The target group of 
the campaign are the people who are thinking about fleeing their respective home countries 
and thus becoming refugees. However it is unavoidable that the poster will also 
simultaneously be communicating Denmark’s standpoint to Western readers.  In this paper 
we would like to explore how this type of campaign brands Denmark as a nation according to 
the Danish citizens. The target group for our research is therefore the Danish people, and not 
the refugees. In order to investigate how our campaign is perceived by Danes to brand 
Denmark as a nation, we will make a reception analysis and utilize the method of a focus 
group interview.  
 
The refugee situation now 
Europe is currently seeing a big influx of refugees. Most of the refugees nowadays come 
from Syria, but also from countries such as Afghanistan, Iraq, Eritrea and Nigeria (BBC 
News Magazine, 2015). A lot of them are fleeing the war in their country, while others are 
	  	  
4	  
persecuted because of their religion (Sherwood, 2015). The war in Syria began in 2011 and 
still no peace has been found. The amount of refugees coming to Europe has heavily 
increased in 2014 and 2015 (BBC News Magazine, 2015).   
While war is the main reason that makes the Syrians flee their homes, we could take a closer 
look at the situation and say that violence, collapsed infrastructures and children’s safety 
could be three more specific factors (World Vision, 2015). The health and the education 
system has collapsed. Schools and other public institutions have been destroyed. The political 
system no longer works correctly. The people are not satisfied with it and thus many rebel 
against the government (World Vision, 2015). 
 
Many Syrian refugees initially flee to Turkey, Jordan and Lebanon, because these are their 
neighboring countries. UN bodies that work hard to support refugees in camps in Turkey, 
Lebanon and Jordan are in precarious financial situations, which is a great issue. The refugees 
are not able to stay in said countries for a long period of time, as the law does not grant 
foreigners permission to work (Kingsley et al., 2015).  
 
Many refugees have drowned in the Mediterranean Sea in 2014 and in 2015 when fleeing 
Syria to reach destinations like Italy or Greece. A cause for this can be that their boats leaked 
and sank, or that the ships were overcrowded. The most tragic month so far was April 2015, 
where 1200 people died (BBC News Magazine, 2015).  
The refugees who make their way to Europe seek asylum in various countries, with Germany, 
Sweden and Hungary standing very high on the list. 
 
A lot of people also entered Denmark. In the third and last quarter of 2014, there were 3865 
people who got the refugee status, while in the first and in the second quarter of 2015, there 
were 6050 people (Danmarks Statistik, 2015).  
 
While some Danes welcome the refugees with open arms, the government scruples. The 
ruling government is a minority government, and they have been tightening the regulations of 
immigration against the wish of some of the Danes. They are supported by the nationalist 
party “Dansk Folkeparti (DF)”, who argues for a more rigorous policy on foreigners. DF was 
very strong in the last general election from June 18th 2015: They received 21.1% of the 
votes as 741.592 people ticked their list (Dansk Folkeparti, 2015). 
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The Danish population is very divided on this topic. According to a study conducted by 
Politiken and TV2, 54% of the Danes agree that Denmark should accept more refugees than 
they do now. 33% disagrees (Dalgaard, 2015). 
In a study made by YouGov, it is shown that 44% of the Danes think that border guards and 
road barriers should be reintroduced at the Danish borders (Haslund, 2015). 
 
The Danish minister of Foreign Affairs, Inger Støjberg, had an ad published in a Lebanese 
newspaper in an attempt to decrease the influx of refugees to Denmark.  
Støjberg announced that she will use social media in order to disseminate the campaign and 
that the advertisement will be displayed in Danish asylum centers in ten different languages  
(Ibid, 2015). Jyllands-Posten explained that flyers in all ten languages were handed out in 
asylum centers in Denmark (Ibid. 2015).  
 
The advertisement that Inger Støjberg published in the Lebanese newspaper appeared in 
English (TheLocal.dk). The goal of this advertisement is to deter the refugees from coming to 
Denmark. Støjberg’s idea reached the news in several countries. Hence, some might get a 
negative impression of Denmark and could think that it is a xenophobic country (Hjortshøj & 
Thorsen, 2015). 
 
Delimitation 
As mentioned above, our focus throughout this project is to investigate how the Danes 
perceive our communication product in relation to it being sent on their behalf, along with 
how they believe it is branding Denmark as a nation. In order to maintain this specific focus 
we had to delimit ourselves on various matters. The task we were given when starting this 
project was to do a reception analysis and thus employ reception theory. In this sense we did 
not have to delimit ourselves on theory but instead had to think about what specifically we 
wanted to investigate. We were not interested in doing a reception analysis on the actual 
target group of the campaign (the refugees), so instead we agreed to focus on how the 
campaign was branding Denmark from the Danes’ perspective. Lastly we made a decision to 
only focus on our campaign as opposed to focusing on Inger Støjberg’s campaign as well. 
Even though our campaign is somewhat the same and our task of creating the campaign was 
originally based on the idea of Støjberg’s campaign, we did not find it absolutely necessary to 
examine how her campaign was received. Instead we wanted to devote our limited time to the 
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reception of only our product in order to avoid the project being too superficial, something 
that can occur if examining too many perspectives at once.   
 
Clarification of concepts 
This section will provide a brief overview of three specific concepts that we employ 
throughout the project. The three specific concepts therefore need clarification. 
 
Focus groups: In this project we use the terms focus group and focus group interview 
interchangeably. We adapt Barbour’s definition of focus groups, stating that any kind of 
group discussion can be called a focus group, as long as the researcher pays attention to and 
encourages interaction between participants  (Barbour, 2007: 2). This definition both covers 
approaches in which a certain number of participants is having a conversation and freely 
debating some aspects about a product, and an interview in which the interviewer/moderator 
has previously planned a structure and raises several questions to the participants in order to 
focus on some specific aspects (Ibid. 2007: 2-3).  
In our project, we have used a guide with different questions when carrying out the focus 
group. The questions were all raised by the moderator in order to generate debate. 
 
Place brand: This concept refers to the way in which a place is conceived by people and is 
differentiated from other places.  As Hansen explains in her book, Sandstrøm describes how 
the process of place branding includes four different categories: the tourism brand, the citizen 
bran, the profession brand and the immigrant brand (Hansen, 2012: 272-273).  In our project 
we will only focus on the immigrant brand. However, while the goal is normally to attract 
people and make them stay in a place, our campaign aims to make refugees stay away from 
Denmark. In this project we will investigate how the campaign brands Denmark.  
  
Refugees: When we use the word ‘refugee(s),’ we refer to those citizens who, in the twenty 
first century, are forced to flee from their countries due to different reasons such as war or 
poverty. Our campaign is mainly focused on potential refugees and those refugees who 
belong to the great increase in the influx of citizens trying to reach Europe within the last few 
years.  
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The communication product  
The poster 
The communication product referred to throughout this assignment is a poster that will act as 
a drive-to-web. The poster consists of a personal statement from a refugee and asylum seeker 
written on a piece of battered luggage. The aim is that the luggage will connote travel and 
exhaustion to the receiver. Additionally, in the bottom of the poster, an information box will 
appear with a text leading the receiver to the webpage (Maibøll et al., 2015). Furthermore at 
the very bottom of the poster, with small letters it will say: “Sent to you by the Danish 
government”.  
 
We are contemplating doing three different campaigns where the above-mentioned outline of 
the poster will remain the same, but the statements will vary (Ibid. 2015). The statements are 
as follows:  
 
1.  I have been confined to a refugee center for three years now. I am all alone. 
2.  I haven't seen my family for many years. I hope they are okay. 
3.  I am not allowed to study or even work. I just sit here.  
 
In our research, we will only test the first poster. The statements are based on qualitative 
interviews with three refugees in Denmark. The interviews lasted approximately 45 minutes 
and were conducted in the Danish Red Cross in Copenhagen. The statements presented on the 
posters are not exact quotations but instead deduced statements.  
 
All of the testimonies from the interviewed refugees touch upon some of the same topics. In 
our analysis of the interviews we used these similarities to create three overarching 
categories: ”confinement”, “absence of family” and “lack of hope for the future”. We have 
aimed to reflect these three categories in the presented statements. 
 
Due to the campaign’s elements of picture and text, the idea is that the poster will trigger an 
emotional response within the target audience, making them stop long enough to read the 
information box at the bottom of the poster. The information box will thus lead the receivers 
to the webpage. The poster does not include any factual information, as the refugee situation 
	  	  
8	  
causes regulations to change constantly. Instead it will only function as an eye-catching 
drive-to-web (Ibid. 2015). 
  
Information box: “Many refugees experience regret and disappointment when arriving to 
Europe due to the lack of information about their possibilities. Make sure to explore your 
options. Find information about the different countries and their regulations on 
www.wheretogo.eu” 
 
The webpage 
The purpose of the webpage is to provide trustworthy and unbiased information about the 
regulations of the different countries in order to enable the refugees to make informed 
decisions concerning which country they hope to reach. It will also provide information about 
the general situation and the laws regarding refugees in Europe (Ecre). 
 
We have chosen this approach because our interviews revealed that there is a dire need for 
information concerning European regulations and circumstances. By providing this 
information, we hope to simultaneously aid the refugees in their decision-making process and 
to deter them from choosing Denmark, as the Danish regulations are quite strict (Line & 
Poon, 2013).  
 
Furthermore the webpage will be translated into several languages such as English, Arabic, 
Persian, Serbian, Urdu, Russian, Albanian, French, Chinese, and Turkish, since these are the 
main languages spoken by current refugees in Europe (Eurostat, 2015). This information will 
hopefully prevent some of the refugees from ending up in a country that cannot grant them 
asylum or accommodate their needs, thus resulting in the refugees feeling confined and alone 
as communicated on one of the posters. 
  
A key to success of the web page is credibility, and therefore we will not permit everyone to 
submit his or her own facts, as is the case with for instance Wikipedia. Instead, each of the 
respective countries will have an office/key person, who can do the general updates on 
regulations, and who will sort through submissions from individuals.  
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A possible downside to making our own web page is first of all the economic aspect. The 
designers, administrators, researchers etc. needs to get paid, thus making funding crucial. 
Furthermore the amount of work we need to put into the webpage could also be considered a 
downside. A large amount of research has to be done, which will take a lot of time and 
possibly resulting in some of the information being outdated when it is finally ready for 
publishing. In that sense it would be easier to use an existing webpage and add on specific 
features in order to include what we feel is essentially missing from the original.  
However the upside of doing our own web page is that we are able to control the structure 
and content of the webpage, thus having it made exactly as we wish. In our case we feel the 
upsides outweighs the downsides.   
Our web page will consist of a menu-bar with different categories that the individual can 
click on to get more information. The categories will show sub-categories in order to make it 
more user-friendly, so the receivers can easily obtain the information relevant to them. The 
following section will present some of the main aspects that the webpage will include.   
 
As above-mentioned the webpage will consist of a menu-bar with five main headlines in the 
following order: Home, EU Policies, What country suits you? Useful links and lastly About 
us.  
 
Home: This category will function as the front page of the webpage, meaning it will be the 
page that appears when you first enter the web-address. Here headlines such as Latest news, 
Personal stories and Statistics are available for the user to click on to get more information. 
Latest news refers to the latest news about the refugee situation meaning that the user can 
quickly obtain updated news at all times. With personal stories is meant that we would like to 
include individual anecdotes from refugees who have already undergone the journey in order 
to inform others of what to expect. By doing this we maintain the emotional aspect in the 
webpage that we have presented through the poster. Furthermore, the sub-category statistics 
refers to statistics concerning the refugee situation so that the users can obtain an overview of 
the situations current state.  
 
EU Policies: This category will be the second headline on the menu bar with sub-categories 
such as Rules and Laws and Regulations in EU countries. The aim with these sub-categories 
is that the refugees can inform themselves and get the necessary information about what laws 
and regulations the EU imposes.  
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What country? The third category asks the user what country is best suited for him/her. The 
sub-categories here consist of family reunification, asylum, work and studying. Here, the idea 
is that the user can click on what topic they find most relevant to them, and thereby gain 
knowledge about the EU countries’ attitude towards the respective topic of interest.  
 
Useful information: The fourth category is titled Useful information and will offer the users 
links to for instance how to fight the common cold, protect your online identity, get food and 
water in what country etc. We hope that these links can help the people who are thinking 
about becoming refugees to be prepared for their journey.  
 
About us: The fifth and final category on the menu-bar will provide the users with general 
information about the Danish government as the sender of the webpage along with a 
disclaimer rejecting all liability and instead stating that the sole purpose of the webpage is to 
provide information while trying to keep it as updated and trustworthy as possible.   
Theory and methods 
Branding  
Introduction to branding 
The term “branding” was coined back in time when we were still buying generic products, 
and where we did not differentiate between suppliers. We got our products wherever they 
were available to us. In the middle of the 1800s, with the industrialization, the need for 
standing out was pressing, creating a race between the different producers on what is termed 
USP (unique selling proposition), referring to the quality of the product itself. This is 
considered to be the first phase in the development of “branding” (Hansen, 2012: 20). 
Moving into the second phase of its existence, the term ESP (emotional selling proposition) 
came into use, referring to how you, as a consumer, can stage yourself by using a specific 
product. It was no longer solely about the quality of the brand, but also about the associations 
connected to it. (Ibid. 2012: 24). The corporation or organization is thus challenged with the 
task of creating a trustworthy brand that people would want to become a part of. 
 
	  	  
11	  
The concept of branding has evolved over time and can also be applied to a range of different 
objects such as places, people, nations, etc. (Rojas-Méndez, 2013: 463).  
Author and professor Heidi Hansen advocates for a basic model of how to approach a brand. 
The so-called “brand model” consists of three groupings labeled “identity mix”, 
“communication mix” and “ethos mix” (Ibid. 2012: 35). The interesting thing to further 
examine in relation to this paper is the ethos mix entailing the categories of “image” and 
“reputation”. “Image” is perceived to be the evaluation of the organization from a current 
perspective – also called the “now-evaluation” (Ibid. 2012: 36), whereas “reputation” is a 
historic perspective based on a more long-term assessment, made up by the many images of 
the organization throughout the years. 
Current crises and difficult situations such as the present refugee situation in Europe can have 
consequences for the organization's image from a “now-evaluation” viewpoint, but it does not 
necessarily have to affect the reputation of the organization, if the situation is handled 
accordingly (Ibid. 2012:36).  
 
Place branding 
Hansen describes place branding as the discipline of “turning a space into a place” (Hansen, 
2012: 271). It covers a range of different strategies, which are aimed at turning a 
geographically defined area into a place by developing its specific ethos (Ibid. 2012: 271). In 
other words, place branding deals with creating a space’s identity so that it is recognizable to 
the consumer and differs from other spaces (Ibid. 2012: 272). 
She adopts a model by Sandstrøm that explains how the process of planning and executing 
place branding can be simplified by categorizing four different types of stakeholders: The 
tourism brand, the citizen brand, the profession brand and the immigrant brand (Ibid. 2012; 
272-273). In this paper, we will only look into the immigrant brand. 
When your focus is directed at people wishing to settle, there are certain things that are 
important to catch and maintain their interest, for instance job opportunities, the selection of 
schools and higher education, the cultural activities in the neighborhood etc. (Ibid. 2012: 
273). Hansen compares the place to a store with a number of different products on the shelf. 
She argues that the selection of available products will determine whether or not the 
consumer would like to stay (Ibid. 2012: 273). 
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Of course the consumer needs to be made aware of these products. This is where place 
branding comes in. Hansen uses Kavaratzis’ work to explain how there are three levels of 
communication, when communicating with the intention of affecting a place’s ethos or image 
(Ibid. 2012: 274). The primary communication consists of the existing conditions, 
regulations, facts and artifacts that the place holds (Ibid. 2012: 275). The secondary 
communication is the official, external communication, which is designed, planned and 
carried out in order to brand the place in a certain way. The tertiary communication is the 
product of the primary and secondary, and is composed of the way people talk about the 
place. This involves the stories that are told through dialogue and through the media (Ibid. 
2012: 276-277).  
 
When focusing on immigration in place branding, the goal is usually to attract people rather 
than deter them from settling. Nevertheless, the goal of both Inger Støjberg’s campaign and 
our own campaign is to create a secondary communication that brands Denmark as 
unaccommodating to immigrants. The two campaigns are aimed at making refugees aware 
that they cannot access the ‘products’ that are available to Danes, such as permission to stay 
and the right to receive full welfare support (Støjberg, 2015). Both of the campaigns present 
factual elements of primary communication, but has selected only the elements that support 
their specific goals. None of them have included facts about the high living standards in 
Denmark, the Danish focus on equality, the high minimum wages etc. 
 
Hansen emphasizes the importance of conducting secondary communication in a way that is 
consistent with the actual identity of the place when trying to achieve a desired image. In 
other words, the construction of the place brand has to be consistent with the factual elements 
and with the citizens’ understanding of themselves and the place they live in (Hansen, 2012: 
279). When doing planned communication on behalf of a place, for example a country, it is 
also important to remember that the message has a secondary effect, namely that of telling the 
citizens who they are and what is special about their country. If this does not correspond to 
how the citizens feel, it might be counterproductive (Ibid. 2012: 281). 
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Reception analysis 
Reception theory 
“Reception analysis is a form of audience research, which explores the meanings and 
experiences people produce as a result of their contextualized encounters with media products 
conceptualized as verbal and visual texts, or discourses” (Schrøder, 2014: 1).  
 
As the quote from Schrøder explains, reception analysis is an analysis of how people receive 
communication products by exploring the meanings people produce as a result of their 
encounter with a communication “text”.  
 
One of the basic principles of reception theory is that “meaning” is not considered to be a 
simple transmission from sender to receiver (Schrøder et al., 2003: 122). Instead “meaning” 
is perceived as something that is produced and affected by the individual’s personal 
repertoires, both of the encoders and decoders. As a result there is no “natural fit” between 
the encoding and decoding of a message (Ibid. 2003: 122). 
  
Reception theory is an interdisciplinary approach, drawing from two overall fields: the 
humanities and the social sciences. The humanities are reflected through for instance the 
focus on semiotics while the social science discipline is reflected through the methods 
applied of empirical fieldwork, as the preferred approach is the qualitative interview (Ibid. 
2003: 123). 
 
Within reception analysis it is commonly acknowledged that people are not just passive 
victims of communication but actually “active audiences” in the sense that they are producers 
and co-constructors of meanings (Ibid. 2003: 124). In extension hereof it has also been 
argued that media meanings are a joint product of the communication text and the receiver's 
interpretation (Ibid. 2003: 124). Furthermore it is believed that a text can be decoded in 
several ways, depending on the individual reader’s personal interpretative repertoires. The 
individual is here seen as a person possessing certain codes that have been produced and 
actualized through social and cultural experiences that have happened throughout the life of 
the individual. In this sense, since people cannot live the exact same lives, the production of 
meaning will differ depending on the person (Ibid. 2003: 124). In elaboration hereof it is 
important to mention that, even though a decoding of a text is somewhat unique to one 
	  	  
14	  
person, it is at the same time something that is generally shared between groups of 
individuals due to the fact that the codes and personal repertoires are generated through the 
interaction between (social) groups of other individuals, such as within family, gender 
division, ethnicity etc. Personal repertoires can thereby also be seen as something that is 
socially patterned, since it is shared within the groupings of people (Ibid. 2003: 125).  
  
The notion of having multiple meanings decoded from only one communication text is 
labeled “polysemy”, translated from Greek into “many meanings” (Ibid. 2003: 130). The 
concept is used in reception research to explain the “ textual openness” that is allowed in 
reception research (Ibid. 2003: 130).  
 
Reception analysis methods 
As mentioned above the preferred approach to employ in reception analysis is the qualitative 
interview, which is advocated by Kim Schrøder et al. in their book Researching Audiences 
(2003). Contrary to other theories, reception research does not consist of asking a limited 
number of questions with a set of pre-given answers the participant have to choose amongst. 
Its goal is to find out audiences’ opinion and experiences in relation to a media product, and 
the best way to achieve it is by carrying out lengthened talks. The interviews can be both 
individual and in groups - also known as focus groups (Schrøder et al., 2003: 150). 
 
Both kinds of interviews are useful to bring out informants’ “discursive repertoires for 
making sense of their media experiences” (Ibid. 2003: 151). However, there are considerable 
differences between them. The first distinction is simply based on the number of participants 
in each interview: While individual interviews aim at one-to-one interaction, group 
interviews can vary considerably in every situation. Here, many combinations are possible: 
different amount of participants with different backgrounds and different relationships 
between them.  
Nevertheless, the main variation between individual and group interviews is based on the way 
in which participants expose their point of view. In an individual interview, the informant 
gives his or her opinion about a media product directly to the interviewer, as it usually 
happens in everyday life contexts. However, in a group interview all the participants - 
ideologically - carry out a discussion about the meaning of the media product in which every 
member expresses his or her own opinion. This negotiation of the meaning is designed to 
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“simulate, and thus to reflect, the way the social production of meaning normally takes place 
in interpersonal encounters, in more extended spans of time and contexts of space” (Ibid. 
2003: 152). 
 
Focus groups 
Theory of focus groups 
In her book Doing Focus Groups, Rosaline Barbour expresses that she finds the term ‘focus 
group’ to be an intriguing hybrid of many different approaches. She wishes to use a definition 
that can cover the broad field of focus group research. As an example, she wants the 
definition to cover both attempts to expose existing consensuses in particular groups and 
attempts at constructing consensus through group interaction (Barbour, 2007: 2).  
In our paper, we will use the definition that she presents:  
 
“Any group discussion may be called a focus group as long as the researcher is actively 
encouraging of, and attentive to, the group interaction” (Ibid. 2007: 2). 
 
Being attentive to the way a group interacts means making preparations and continuous 
efforts to create a group interview, in which the participants do not only speak to the 
interviewer, but also speak with each other, and in which the participants have backgrounds 
which are similar enough to facilitate conversation, but different enough to create debate. It 
also means paying attention to the group dynamics, when the group is trying to reach a 
consensus, interpret a message or balance competing concerns (Ibid. 2007: 3). 
 
In this research, we will focus on the way the group interacts when speaking about their 
interpretation of our message. We will look into differences and similarities in their 
interpretations, and the reasons they give for them. Furthermore, we will look into their ways 
of discussing how our communication product affects Denmark as a brand. 
 
What knowledge do we strive to achieve? 
Focus groups have long been used as tool for testing how consumers perceive different 
marketing endeavors (Barbour, 2007: 20). When treating Denmark as a brand, we seek to use 
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focus groups as a tool to investigate how our respondents see Denmark as a brand in relation 
to our communication product.  
 
Since it is highly unlikely that all participants completely agree on everything, a focus group 
is a great tool for highlighting differences in different participants’ interpretations. This 
creates a questioning discourse, in which the participants are forced to reflect on their own 
interpretations and argue for their validity (Ibid. 2007: 43). This is very useful to us, as we 
seek to investigate the possible readings of our message and the cultural knowledge needed 
for these different readings. 
 
We are, however, aware of the limitations of knowledge produced through focus groups. We 
do not attempt to describe any “true” interpretation of the message presented in our 
communication product or any “general” attitude towards it. Rather, we are merely testing 
how a small sample of respondents interpret it and react to it, in order to highlight differences 
in possible readings. In order to discover if our findings are transferable to other social groups 
in Denmark, we would have to conduct more focus groups with different group compositions 
(Ibid. 2007: 149).  
 
Research design 
Sampling 
Barbour describes the sampling of respondents and the group composition as the key to 
making analytical comparisons (Barbour, 2007: 58). When discussing certain dimensions that 
could be important in the sampling for our research, we theorized that the ethnic background 
of our respondents might play a role in their interpretation of our communication product and 
in their way of discussing Denmark as a brand (Ibid. 2007: 58). For this reason, we chose to 
conduct two different focus group interviews. We later had to cancel one of the focus groups 
due to heavy snow and traffic problems, and we were not able to reschedule. The 
consequences of this will be elaborated on in the section “Sources of error”.  
 
The first focus group was supposed to consist of respondents with purely Danish 
backgrounds. The other group would consist of respondents whose parents or spouse have 
another ethnic background than Danish. We hoped that the result of these two focus group 
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interviews would differ, allowing us to discuss the importance of ethnicity, while being aware 
that two focus groups are not sufficient to make any generalizations (Ibid. 2007: 149). 
Dividing people in this way might also make it easier for them to discuss this very sensitive 
topic, since it might increase the possibility of them having similar experiences or share 
understandings of social stigmas concerning immigrants (Ibid. 2007: 59).  
Sadly though, our second focus group with respondents whose background was not purely 
Danish was cancelled, leaving us unable to investigate this topic.  
 
Conducting the interview 
As Kim Schrøder et al. explain in their book, it is essential to keep the participants well 
informed from the very beginning about everything that is going on. In this way, they will 
feel comfortable and they will hopefully “pour freely from the discursive resources available 
to them in the area of study” (Schrøder et al., 2003: 143). 
 
The interviewer is the person in charge of the whole situation, so it is his or her responsibility 
to create a comfortable environment. Thus, the best way to start the conversation is by asking 
some irrelevant questions based on everyday life situations in order to break the ice between 
the interviewer and the participant(s).  
Furthermore, in order to create a relaxed atmosphere, it could be beneficial to provide a few 
refreshments (Barbour, 2007: 75). To have a relaxed atmosphere is particularly important 
when addressing our topic, since it is quite sensitive and involves many different opinions 
and emotions. In order to release some of this pressure, we made the respondents aware that 
they should feel free to refrain from answering certain questions, if they felt uncomfortable. 
 
Interview guide 
 
Welcoming 
● Thank you for coming out, help yourself to some cake  
● Focus group lasting 45 approx. minutes. It will be a group 
talk - feel free to discuss with each other. But please do not 
speak at the same time. 
● We are testing our product, not you. No right or wrong 
Purpose: Create 
relaxed atmosphere 
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answers. Feel free to express your personal opinions.  
 
● This is for our communication project at RUC. 
● We will record the interview, but these files will not be 
shared with anyone. You are anonymous in the project. 
● We will strive to make this a comfortable discussion but if 
you feel uncomfortable answering a certain question, it is 
perfectly fine not to.  
Introduction 
● Explain project: Controversial task of recreating Støjberg’s 
campaign  
● Støjberg printed an ad in a Lebanese newspaper, informing 
refugees about the changes to the immigration rules in 
Denmark.  
● We have made a campaign that is different from Støjberg’s 
in many ways, but it still informs refugees of the strict 
Danish immigration rules. 
Purpose: Create 
awareness of area of 
discussion 
Basic info 
● Ask respondents to write their name, age, and ethnic 
background in mini-questionnaire.  
 
*Show poster* 
Read the text on the poster aloud and explain the concept of the 
webpage. Mention that the sender is Denmark (both poster and 
web page) 
 
Interview questions 
● Can you describe your first impression or reaction towards 
the poster?  
(If not touched upon): What do you think of the visual 
layout and the picture used in the poster?  
● If you had to agree on the goal of this campaign (poster 
Research questions 
 
1. What are some 
of the possible 
(different) 
readings/ 
interpretations of 
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AND web page), how would you describe it? 
● What are your immediate thoughts on the content provided 
on the webpage? 
 
● Our campaign and Støjberg’s ad both provide the refugees 
with information about the Danish regulations. Can you 
agree on the three main differences between them? 
● What do you think refugees will think about Denmark when 
they see this poster? And how about when they see the 
webpage? 
● Can you describe your feelings about this campaign being 
sent on your behalf as a Dane? 
● (Only if time): If you could change something about this 
campaign, what would you change?  
our communication 
product? 
 
 
 
 
 
 
 
2. How does the 
campaign brand 
Denmark? 
Conclusion 
● Do you have any concluding remarks on our campaign? Is 
there something you feel like I should have asked you? 
● Thank you so much for coming. Your contributions are very 
useful to us 
 
 
Sources of error 
When sampling respondents for our focus groups, we had difficulties recruiting Danes with 
various backgrounds of age and education. Our respondents therefore are all students 
between the ages of 22 and 24, who are completing a higher education.  
As mentioned, due to cancellations because of heavy snow and traffic problems, we went 
from having two focus groups with four people in each to having one focus group with three 
respondents. We are aware that we cannot make any generalizations from our limited 
empirical data. Instead, we present our data as examples of the different readings possible 
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when encountering our communication product, and as an example of how meaning is 
created in the process of interaction.  
 
Reflections on theory of science 
This paper assumes an ontological standpoint in which the idea of an unchangeable, objective 
reality is rejected. Instead, reality is seen as something that is continually constructed through 
interaction between individuals and society (Baran & Davis, 2014: 309). It is also based on 
the epistemological assumption that knowledge is relational, and that we can only achieve 
knowledge through interaction. 
This is reflected in our choice of theories and methods. The theory of reception analysis 
builds on the fact that codes and cultural repertoires are produced through interaction 
between groups of individuals, and that audiences are co-constructors of meaning (Schrøder 
et al., 2003: 125). This means that there is no essentialist truth, as meaning is continuously 
constructed and affected by individuals in the process of encoding and decoding (Ibid. 2003: 
122). 
We have also chosen to conduct a focus group interview. This choice has not only provided 
us with knowledge of the respondents personal experiences and repertoires, but also with new 
knowledge, which has been produced in the discussion, interaction and negotiation of 
meaning going on between the respondents. 
 
This paper thus takes a social constructionist approach to epistemology and ontology. It sees 
meaning as something that is produced in the process between individuals and society, and it 
sees language as a constituting factor. It sees the audience as active, and thus grants the 
subject a certain amount of autonomy. However, the subject is still seen as dependent on the 
social surroundings and the hegemonically imposed understandings of signs (Baran & Davis, 
2014: 310). 
 
In order to maintain a social constructionist approach when analyzing our data, we strive to 
avoid using quotes from the focus group interview that only reflect individual opinions, and 
instead aim to use passages that reveal interaction between the participants, especially 
focusing on moments where the respondents negotiate their different opinions to form a 
consensus (Barbour, 2007: 154). 
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Analysis  
In this chapter we will investigate some of the different readings produced by our respondents 
in their encounter with our campaign. We will focus on their reception of the poster and on 
how they make sense of the different design choices made. Furthermore, we will have a 
section containing an analysis of our empirical data in relation to the branding of Denmark, as 
that is our main focus represented in our research question. Throughout the section we will 
continuously refer to some of the statements made by our respondents during our focus 
group, and we will refer to the transcription as appendix 1 (App 1) along with both page 
number and statement number, which are also visible in the appendix.   
 
Readings of the poster 
Connotations - suitcase and quote 
The following section will analyze the connotations of the suitcase along with the personal 
statement, actualized from the poster. According to reception analysis there can be many 
different readings deriving from only one communication product. This is due to people’s 
personal repertoires. Therefore it is not surprising that the respondents of our focus groups 
had somewhat different interpretations of the image and statement used in the poster. For 
instance respondent N expressed her opinion of the bag and the quote representing something 
sad. She says: ”.. I see the bag and then “I’m all alone”... “I’m all alone” already give me 
the feeling that it’s very, it’s like a sad thing” (App 1, 5.46).  The other respondents did not 
necessarily agree with the quote and suitcase being sad, as they did not mention it, but did 
however agree on the bag not being especially representative of the refugee situation. 
Respondent S explains how the bag does not connote refugees but instead a simple 
advertisement of luggage in general. This opinion is quickly picked up by both respondent N 
and L where N agrees with saying “Yeah it could be anything” (App 1, 4.40), and L goes 
even further saying that it is both boring and easy to ignore (App 1, 6.59 & 6.61). 
 
In regards to the bag specifically, L expresses his confusion of using the bag/suitcase at all. 
He believes that “the old bag thingy it’s weird” (App 1, 5.51) but does not elaborate on 
anything else except mentioning that the EU flag at the bottom of the poster is the only thing 
that catches his attention. Furthermore respondent N reflects on her overall response to the 
poster by not simply accepting the image of the suitcase but by explaining the connotations 
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and denotations that the image represents to her in regards to the given information about the 
campaign in question.  She explains how the luggage looks somewhat trashy and worn out, 
which to her could signify the minds of the refugees. The respondent is very aware of the fact 
that she does not know this for sure as she ends her sentence with “…which, I don’t know 
anything about” (App 1, 5.52). 
Following this line of thought, respondent S agrees with N on the bag being worn out and 
continues to associate this with poverty (App 1, 5.53).   
The overall meanings actualized from this one piece of communication are somewhat in the 
same category as being, sad, trashy and worn out, but they still vary to a certain degree.  
  
Connotations - EU-flag and information box 
Even though the respondents agreed that the poster was not eye-catching, they all comment 
on how the EU flag caught their attention. Especially respondent L expresses many times that 
he would completely disregard the poster as a commercial, if it were not for the EU flag. He 
mentions it six times (p. 5,6,7,8) before the opinion is picked up by respondent N, who adds 
“Yeah, the EU-flag means “attention” (App 1, 8.87). 
All in all, our respondents seem to read the picture of the EU flag in correspondence with our 
intended reading, picking up on connotations such as “attention”, “informational” and 
“trustworthy” (p. 6,8,9,16,30). It is important to note, however, that the respondents are 
confused by its appearance, as its connotations contradicts their overall reading of the poster 
as “commercial”. N comments: “I know there is still an EU-flag but it seems more like a 
commercial campaign” (App 1, 17.193). L expresses agreement by nodding and saying 
“Mmh” and “Yeah” (App 1, 17.194 & 17.196). 
 
The respondents also comment on the box of information in the bottom of the poster. They do 
not discuss its content, but respondent S mentions that it reminds her of so-called fine print: 
“It reminds me a little bit if you have commercial for something and then you have the thing 
with small letters at the bottom” (App 1, 28.308). She adds that this text is usually ignored, 
which N agrees with. L expresses the same opinion (App 1, 29.309-310).  
Even though the respondents pick up on the intended connotations and realize the textbox as 
informational, we can conclude that they also apply unintended readings of “fine print” and 
“something to be ignored”. They suggest that this could be avoided by bringing the webpage 
and the information into focus, instead of the quote (App 1, 29.313).  
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The design of the poster 
In this section we will take a closer look at how the respondents judge the effectiveness of the 
poster in relation to getting their immediate attention. What elements attract the attention of 
the observers, and what does not? There are some themes that the respondents seem to repeat 
throughout the interview. 
 
A very crucial thing in a campaign like ours is that it catches people’s attention, and that they 
take a moment to read the text. We wanted to find out more about this in relation to our 
project. We noticed at some instances that our respondents mentioned directly or indirectly 
that neither the poster nor the message on it attract or maintain their attention.  
In regards to the layout, S claims that we should have chosen a different color, something that 
stands out more, because in her opinion the colors of the poster seem to appear ‘boring’. 
Furthermore she claims that the poster has too much text on it, making the chances of people 
actually reading it rather slim. Moreover, all of the informants mention the resemblance of 
the poster with a commercial (App 1, 29.308), which to all of them means something to 
ignore.   
 
Furthermore, the respondents agree that the poster is somewhat personal and emotional, but 
N argues that the poster could be even more personal if there was a name and an age of the 
person who actually made the statement. S and L agree (App 1, 18.204). We explained that 
this was not possible, since the interviewed refugees’ anonymity should be guaranteed. 
All in all, with these combined features that our focus group presented, the poster might stand 
out more and people would contemplated it longer, hopefully leading them to the webpage.  
  
Lastly, the respondents from our focus group mention the small signature from Denmark and 
guess that actual refugees would not instantly see that the poster is from Denmark, because 
the signature of the Danish government is so small at the bottom. Instead they express that 
the bag, the statement and the EU flag are the first eye-catchers (App 1 20.220).  
Suspicion 
The aim in this section is to analyze the effect caused by the personal -and consequently 
emotional- statement used in our poster. When choosing to use emotional rhetoric by using a 
personal quote and a battered suitcase as a symbol for exhaustion, we expected it to create 
enough attention from the receiver to make him or her stop long enough to read the 
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information box. As described, our respondents did not have this experience when 
encountering our poster. S and N do comment, however, that it softens the message compared 
to Inger Støjberg’s ad, which was purely informational and very text-heavy according to them 
(App 1, 10.110 & 16.178). 
 
Respondent N also mentions several times that when encountering emotional rhetoric as a 
tool of persuasion in campaigns or commercials, she becomes alert and feels suspicious of the 
intention of the sender (App 1, 10.108 & 24.267). She even describes how it can make her 
completely disregard the communication product (App 1, 10.113), and S agrees that she has 
had the same experience with this kind of persuasion and calls it “emotional porn” (App 1, 
10.114). L elaborates by suggesting an example, describing commercials that aims at making 
the receiver feel sad, in order to make them help someone (App 1, 10.115). 
 
The respondents unprompted start discussing if the quote could potentially spark an interest 
or a fear that would make them go to the web page (App. 1, 22.257-260). N mentions that she 
would go to the webpage, but that she would feel suspicious. “Are they talking clean here?” 
she asks (App 1, 24.267), suggesting that she would be apprehensive to take the information 
provided at face value. This worry leads the focus group to collectively start to wonder about 
the validity of information provided on the webpage, when the drive-to-web have to use 
emotional rhetoric to attract people to go there: 
 
L: It's not that... hmm... I would doubt the facts on the page, it's just like... they control 
the facts that come in the web, and... 
N: And the agendas.  
L: Yeah... So they can control what they do but still not lie... they can just give you.. 
S: sort of withhold information sort of thing. 
L: Yes... like written parts (App 1, 24.268-272).  
 
In this passage it becomes clear how the group works together to create consensus by offering 
elaborations on each other’s statements and thereby express opinions collaboratively, even 
though this very skeptical attitude towards the web page is discarded in the further 
discussion. It also becomes clear that the emotional rhetoric used in the poster makes the 
respondents hesitant to accept the message, which of course is counterproductive when our 
goal is to provide trustworthy information. 
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Branding  
In this section, we will investigate if our endeavors to create an image of Denmark as helpful 
rather than hostile have been recognized by our focus group respondents. 
In the interview, respondent L initially describes our communication product as a “scare 
campaign”. This prompts respondent S to express her agreement, but then object that it is still 
nicer than Støjberg’s ad. Respondent N quickly agrees to this. N and S talk back and forth for 
a while, supporting each other’s opinions by nodding, saying ‘yeah’, and adapting each 
other’s word use. After listening for a while, respondent L agrees by repeating the opinions 
expressed by S and N: 
 
L: yeah [...] it’s not like ‘we don’t want (you, red.)’ it’s just a warning, it might take 
time 
N: yeah I agree on that (App 1, 9.101-103). 
 
This is one of the first instances in the interview, in which the respondents negotiate their 
opinions. After L’s description of our campaign as a “scare campaign”, they start debating 
and finally reaches consensus, modifying the original statement and agreeing that the 
campaign is meant as a helpful warning: It is a “nice scare campaign” (App 1, 9.105) as S 
calls it. 
 
Later in the interview, respondent N comments on how Støjberg’s ad in her opinion presents 
the Danish government in a bad light, and that this reflects back on the image of both 
Denmark and the Danes (App 1, 15.169).  
 
The group starts to discuss how the used quote makes Denmark appear very unattractive 
(App. 1, 20.229 & 233-243). In line with Heidi Hansen’s description of how the available 
“products” in a place play a big role for its brand, S describes that she would be conscious of 
the different opportunities available when choosing a new country to live in. She argues that 
if she was told that going to Denmark would make her lonely and confined, she would be 
hesitant to choose that country (App 1, 20.229). Both respondent N and L express agreement, 
either by saying “Mmh” (App 1, 21.230) or by agreeing with a “Yeah” and then elaborating 
(App 1, 21.236). 
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In this way, our poster could potentially brand Denmark in a negative way, even if the quote 
is not specified to originate from an asylum seeker in Denmark. 
 
At another instance in the interview, two of the respondents reveal that the communication 
product has the potential of branding the sender in a negative way. Respondent N explains 
that she would feel better about the product being sent on her behalf as a European instead of 
as a Dane, since this would mean that the “responsibility for this whole hostileness” (App 1, 
26.289) would not only belong to Denmark. S quickly agrees to this: 
 
S: so not only Danish people assholes. 
N: Yeah, exactly! (haha) Pretty much everyone, including the Danes! (App 1, 26.290-
291) 
 
By saying this, the respondents reveal that they think the message brands the sender in a 
negative way, and that they do not wish to be responsible for it. 
 
During the interview, all of the respondents expressed different opinions on whether or not 
the campaign made Denmark appear helpful or hostile, first agreeing on the campaign being 
helpful, and later agreeing that it was not helpful at all.  
L expresses how the goal of the campaign must be to make the refugees aware that even 
though they can come, they are not accepted gladly. N disagrees and states that the goal must 
be to keep them away completely (App 1, 26.293-294). Both, however, implicitly express 
that the goal of the campaign seem hostile towards refugees. 
On the other hand, they all describe how it could be very advantageous to the refugees to 
have a place where they could find all the collected, updated information on the situation, and 
that the webpage is therefore helpful. When questioned directly on their opinions on the 
campaign, the answer was: 
 
N: The webpage is a fucking good idea 
S: Yeah, I like the webpage (App 1, 30.322-323).  
 
We can conclude that our respondents in their encounter with our media product had different 
experiences of the level of helpfulness, and that they through discussion and negotiation 
reached a consensus in the end. This became very apparent when N said: 
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..In the beginning I was very positive and now it turned out that I'm actually a bit 
suspicious of this and then I thought of... What do I actually mean? (App 1, 26.291).  
 
This shows us that the group’s interaction forced respondent N to reflect on her opinions, and 
that she in her active role as the receiver of our product went through different stages in the 
process of creating meaning. These stages were in many ways established in the interaction in 
the group, as they collectively moved through different opinions on the campaign. 
We can also conclude that our endeavors to create an image of Denmark as helpful rather 
than hostile was only partly recognized by our respondents, as they expressed that the goal of 
the campaign and possibly the poster could brand Denmark in a negative way, even if the 
webpage could be very helpful. 
Discussion 
This chapter will consist of a discussion regarding our research focus: branding Denmark. 
The section will start off with a discussion concerning one of our employed theories, place 
branding, and is examined in relation to Inger Støjberg’s highly debated campaign. 
Furthermore the discussion will entail a description of a meeting with a few refugees at the 
Red Cross Center where our product was presented and received. This reception will shortly 
be discussed in relation to place branding, leading to a discussion and reflection on some of 
the ethical considerations we had throughout the project.  
 
Place branding and Inger Støjberg’s campaign 
Heidi Hansen describes how doing secondary communication when branding a place does not 
only describe the place, but also simultaneously tells its citizens what they are or what their 
attitudes are (Hansen, 2012: 281). With Støjberg’s campaign it became evident that many 
Danes did not agree with the inhospitable approach to immigration presented through the ad 
(Øland-Petersen, 2015). Støjberg’s campaign can be said to be inconsistent with the opinions 
of many people on whose behalf she was communicating. This worked against her. As an 
example, a private group of Danes started the Facebook group “PeopleReachingOut 
Modannonce”, which they used for raising money for making sure that Støjberg’s ad in the 
Lebanese newspaper would be followed by another ad with the following text:  
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“Ps. Sorry for the hostility towards refugees expressed here. As ordinary Danes we 
wish to extend our sympathy & compassion to anyone fleeing war and despair. 
#PeopleReachingOut” (Hjortshøj, 2015) & (Facebook Group: PeopleReachingOut 
Modannonce, 2015). 
 
Another Facebook group called “Velkommen til flygtninge - Nej til Inger Støjbergs 
skræmmekampagne” led a similar initiative by fundraising money and printing ads 
welcoming refugees to Denmark in Danish, German and English newspapers. 
(Facebook Group: Velkommen til flygtninge: Nej til Støjbergs Skræmmekampagne, 2015)  
 
What is interesting about the second example is that while the slogan of the group is ”Dear 
refugees - welcome to Denmark” (Ibid. 2015), and thus appears to be directed at the refugees, 
the ads have been printed in newspapers directed at a Western audience. On the webpage it is 
furthermore stated that the next goal of the group is to have an ad printed in the Danish 
newspaper Politiken and to write an open letter to Inger Støjberg (Ibid. 2015). This can be 
seen as a communication endeavor aimed primarily at a Danish audience, since it is fair to 
assume that most refugees on the run are not too involved in the domestic political debate of 
a small European country - or that they are able to read Danish for that matter. 
In this example, it becomes very clear that the nation brand presented through Støjberg’s ad 
has clashed with the feeling of national identity of some of the citizens. When they retaliate, 
it can be seen not only as an effort to communicate differently towards the refugees, but as an 
effort to renew the image surrounding Denmark and the Danes, both in the eyes of other 
Europeans and of Danes themselves. 
 
Hansen describes how the ethos of a brand consists of two elements: The image, also called 
the now-evaluation, and the reputation (Hansen, 2012: 36).  Denmark’s reputation and self-
understanding has long been one of a helpful country, due to for example the NGO’s which 
have actively supported third world countries for more than half a century, Denmark’s 
political support in the 60s for African countries’ right to decolonization, our yearly 
fundraising for the world’s poorest countries, etc. (Danmarkshistorien).  
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Hansen argues that current crises do not necessarily affect the long-term reputation, but only 
the image (Ibid. 2012: 36). With this in mind, Støjberg’s ad might not affect the reputation of 
Denmark, if it is handled accordingly.  
 
It is important to note, however, that Støjberg’s ad is not the only occurrence within the last 
ten years that could potentially harm the Danish brand. Professor in nation branding at 
Copenhagen Business School, Mads Mordhorst, describes how Inger Støjberg’s campaign 
might have a very negative effect on Denmark as a brand. He argues that with the 
Mohammed cartoons and the following crisis, the fact that Denmark reintroduced border 
control along with producing this ad, a quite xenophobic image has been painted around 
Denmark (Hjortshøj, 2015) & (Heinskou & Sheikh, 2015).  
 
The meeting with refugees and ethical considerations 
In collaboration with the Red Cross we were able to set up a second meeting with a few 
refugees, where we could present our poster and get feedback from them - our campaign’s 
actual target group. The people present at the meeting were the same three refugees we 
interviewed in relation to the deduced statements appearing on the poster, along with two 
other people, who we had not met before.  
 
We started by presenting our product and explaining the main idea behind it. After the 
presentation, we asked what the refugees thought and felt when seeing the poster. The 
response was considerably unanimous. They believed that the poster was emotional and that 
people would stop to read the information box leading to the webpage. In the beginning the 
receivers were somewhat quiet until they were asked again what they thought of the poster, 
where one person responded. The interesting thing was that instead of answering simply what 
he thought of the poster, he began expressing his opinions on the refugee situation and on 
Denmark in specific. He mentioned how Denmark might end up having the refugee situation 
being seen as a black spot later on in history, which is in complete alignment with the theory 
of branding as explained earlier. As Heidi Hansen explains, a crisis can damage the 
reputation of a brand if not handled accordingly, making the statement from the respondent a 
real possibility. Furthermore, the way that the respondent went on about his personal views 
whilst seeming offended, could be a sign that the poster can in fact create a strong emotional 
reaction and can generate different feelings within people.  
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When showing the poster to our Danish respondents, neither of them seemed to be strongly 
affected by the poster. On the contrary, they referred to it as boring and easy to ignore. This 
might be due to the fact that the Danish students do not share the experiences and 
understandings of the refugees. The refugees interviewed were probably all very familiar 
with the feeling described in our quote, since they had been or were still in the process of 
seeking asylum. Furthermore, the battered suitcase might have had a stronger symbolic effect 
on those who knew what a long, fearful journey felt like. 
 
During our time with the refugees when conducting the interviews, during the execution of 
our communication product, and especially during the decision-making process when 
deciding on whether or not to test our product on the refugees, we have reflected on the 
ethical implications of using emotional rhetoric in a poster aimed at people who have fled 
war and experienced trauma.  
 
This is a sensitive topic in many ways, of which we are only able to understand a few. We 
feel that we have a moral obligation to conduct academic research in a way that respects the 
investigated subjects. 
 
The refugees at the Red Cross had all been chosen for their strong mental health. They were 
all educated and were working on a newspaper. They were to some degree aware of our 
product beforehand, and they had all freely agreed to participate. Even so, we still worked 
with a risk of making our subjects relive possible bad experiences or maybe affect their 
perception of Danes’ attitude towards them. The risk might not be great, but it was present, 
and we felt that our position as academic researchers forced us to consider this risk in relation 
to the results we were hoping to obtain. Initially, we did not think that the possible results 
would outweigh the possible risk. When the majority of the other groups working with the 
same topic agreed to go through with the visit, we agreed to come as well. 
 
After experiencing the strong emotional effect our poster had on one respondent in particular, 
and after being put in a situation of defending the Danish foreign policy, we reached several 
realizations. First of all, we realized that our communication project did have the potential to 
create strong, emotional reactions. We also comprehended that doing communication in this 
way always carry ethical implications, and we realized that neither our poster nor Inger 
Støjberg’s ad in our opinion meet the criteria for a morally acceptable communication effort. 
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Conclusion 
This chapter will provide a conclusion to our research question, which is the following: How 
is our re-creation of Støjberg’s campaign received by our respondents, and how do they 
perceive it to brand Denmark as a nation? This question will be answered with the help of 
our analysis of our focus group interview.  
 
From our conducted focus group we can conclude that our intention of creating a helpful 
image of Denmark, in connection to the refugee situation, is only partly accepted by our 
respondents.  
The respondents quickly agreed that our poster reminded them of a commercial, which was 
not the intended reading we foresaw when producing the poster. Furthermore, as a 
consequence of this, the content of the poster is easy to ignore and quite frankly boring, 
according to one of the respondents. All of the respondents agreed on the fact that the EU flag 
is the only aspect of the poster that stands out. In fact, had it not been for the flag, two of the 
respondents would not react to the poster whatsoever.  
Moreover, the respondents expressed confusion and suspicion, due to seeing the EU flag 
present on a somewhat emotional poster. The main wonder was as to why the poster was 
emotional whilst representing the EU. The wonder arose due to that fact that the respondents 
think that the EU flag connotes something formal. Thus, the mixture of emotion and 
formality would result in a strong suspicion of the legitimacy of the campaign as a whole. 
The content of the belonging webpage would thereby also be questioned as to how legitimate 
it actually seems. If this is the main reading from the target group of the campaign - the 
refugees - the campaign would not be successful.     
 
In relation to how the campaign brands Denmark as a nation, the overall response was 
negative. The respondents agreed that the poster would represent Denmark from a negative 
perspective, as it does not appear to be entirely helpful but rather emotional. Some of the 
respondents even made it clear that they did not wish to share the responsibility of being the 
producer and sender of this poster. Instead they would be more comfortable having the poster 
being sent on behalf of the entire EU, as it would be fairly easier to dismiss responsibility.  
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In regards to the other half of the campaign, namely the webpage, the respondents agreed that 
the available information would be helpful for the refugees to utilize when planning their 
journey. Thus they would not mind having Denmark represented in connection hereof.  
 
As a concluding remark it is important to note that the reception of the webpage is not as 
essential as the reception of the poster. The reception of the poster plays the most crucial part 
in getting people to visit the webpage and explore its content, thus making it absolutely vital 
for our intention that the poster is effective. As this is not the case, according to our focus 
group, we can conclude that by using this poster we will not only fail to attract people to our 
webpage, but we will also represent Denmark in a negative fashion.  
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